& i ‘ The City of Lynchburg, Virginia
;e

& AGENDA 7EM .4

MEMORANDUM
TO: City Council
FROM: L. Kimball Payne, lll, City Managerfk :
DATE: April 22, 2004
SUBJ: Information on Regional Tourism Program

Attached for Council’s review in preparation for Tuesday’s budget work
session are the following documents regarding the Lynchburg Regional
Convention and Visitors Bureau;

1. A copy of the lease and operating agreement between the City and
the Lynchburg Regional Chamber of Commerce.

2. A Return on Investment Summary provided by the Chamber at my
request.

3. A copy of the 2003-2004 Business Plan for the Bureau.

4. A copy of my letter of April 1, 2004 requesting additional
information on the return on investment.

5. The response to that letter.

Please let me know if you have any questions prior to Tuesday.

Attachments
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April 21, 2004

Mr. Kimball Payne
Cily of Lynchburg

PO Box 60

Lynchburg, VA 24505

Dear Kim:

Thank you for allowing me this opportunity to provide specific data as it relates to the
operation of the Lynchburg Regional Convention & Visitors Bureau. Referencing your
cotrespondence dated April 1, 2004, please review the following;

L

Annual contribution by the City of Lynchburg as well as cach Region 2000 locality
for tourism.

City of Lynchburg

July 1, 2000 — June 30, 2001 - $388,810.80

{This figure includes six months not covered by the current contract)
July 1, 2001 — June 390, 2002 - $442,527.60

July 1, 2002 — June 30, 2003 - $479,114.30

July 1, 2003 — June 30, 2004 - $444,836.05

Appomattox County/Town - $11, 579.25

Ambherst Connty - $11, 579,25

Bedford County/City - $11,750.00

Campbell County - 0

Nelson County - $12,164.25

Thomas Jefferson’s Poplar Forest - $18,316.25
Patrick Henry's Red Hill - $2,000.00

Total from Regional Tourism Partners: $67,389.00

What are the aciual expenses for each of the 3 fiscal years?
Supporting documents are attached.

What is the individual value or ROI of each of the marketing methods used.

Sales Calls/Sales Missions

Facce to Face sales calls are conducted to fully qualify a prospect for polential,
Sales missions usually involve more than one day of sales calls (a overnight trip).
The group sales managers goal is to conduct 2 minimunm of one sales mission per
month. This effort will result in a minimum of four fo six appointments each.
Monthly meetings of professional organizations such as the Virginia Society of
Association Executives, Meeting Professionals International - Virginia Chapter,
Society of Govermment Meeting Planners, and Virginia Association of Convention
& Visitors Bureaus are incorporated into the monthly sales missions. These
mectings provide an opportunity to nciwork directly with the meeting planners.
Leads that generate business are tracked by the LRCVB as reflected in our
Closed/Won Sales report,
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Group Trade Shows and Group Marketplaces

a) Affordable Meetings Trade Show 2001, 2002, 2003

b) Virginia Society of Association Executives 2001, 2002, 2003
¢) Religious Conference Management Association 2004

Group Leader Shows
Fun Tours Group Leader Show 2001, 2002

Group Tour Muarketplaces

a) American Bus Association 2001 — 32 appointments
b) American Bus Association 2002 — 17 appointments
¢} Travel South 2001- 17 appointments

d) Travel South 2002 — 16 appoiniments

€) Travel South 2004 — 19 appointments

f) National Tour Association 2001 — 16 appoiatments
g) National Tour Association 2003 — 21 appointments

The above listed Group Trade Shows, Group Marketplaces and Group Leader
Shows are open participation and do not require appointments for attendees. All
contacts are made within the booth. The above listed Group Tour Markeiplaces do,
however, require appointments to participate. All business cards and completed
sales call forms are collected from each show and followed up with group
collateral, phones caills and customized itinerarics. The sales managers enter Icads
that are fully qualified for potentiat into our database for ongoing follow up. Leads
that generate business are tracked by the LRCVB as reflected in our Closed/Won
Sales report. We are aware that some of these leads prefer to book directly with
our area lodging and attractions. Therefore, those numbers are not reflected on our
Group Sales Reports,

Direct Mail Campaigns

Since 2001 we have organized several direct mail campaigns. Three were dirccted
to the participants of the VSAE Fall Markctplaces and were a “Prize Upon Return”
card in the booth. These campaigns were designed to increase flow in the booth,
We also compleled two direct mail campaigns that focused on the military reunion
market. We used mailing lists obtained from military planner magazines and
while they have generated interest, they have not generated a direct lead for
business to-date. We have conducted scveral press retease mail campaigns that
were directed to travel writers, magazine and newspapers and have resulted in
articles, editorials and other print coverage providing exposure for our area.

Marketing and Advertising

Our markceting and advertising efforts include our print adverlising as well as
coniacts with media and iravel writers. The LRCVB carefully selects how valuable
advertising dollars are spent in order 1o achieve the maximum benefit for the
Lynchburg area and atiract visitors to the community. Based on rescarch data from
the Virginia Tourism Corporation (profile of the Lynchburg Visitor) and feedback
from our tourism community (through focus group meetings and individual
feedback), we select publications that most closely fit the LRCVB’s target
audience. Research is a key clement in measuring the success of adverlising
strategies and in directing appropriate future placements. We survey our visitors at
the Lynchburg Visitor Center for demographics, 800# use, we ask the visitor how
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they heard about Lynchburg, what their interests are (civil war, history,
entertainment, etc) and if they are lodging. Our advertising print campaign ROI is
outlined in the report you received last month,

Familiarization (FAM) tours and Travcl Writers arc hosted by the LRCVB. Since
January 2001, we have hosted iwo FAM tours; a group of Canadian AAA Club
Directors and the most recent was the Statewide Welcome Center FAM. AAA club
members make their travel arrangements directly with their club representatives
and are not directly tracked through the LRCVB. The statewide FAM has shown
an immediate response with individual bookings for lodging and attractions. (We
have received phone calls from a Bed & Breakfast and the guests directly to make
us aware.) The LRCVB has also been asked to provide a permanent display about
our arca at the 195 Bracey Welcome Center. This will be the first permanent
display at a state Welcome Center for Lynchburg. Since 2001 we have hosted
travel writers and cditors from publications in South Carolina, DIE ZEIT
Newspaper - Germany, Southern Living, and The Teaching Learning Network.
These have resulted in overall general interest articles about our area as well as
event specific articles.

4.  Why is there such a wide variance in the ROI in print advertising campaigns over
the past 3 years?

To determine the ROI the total advertising expense was divided into the estimated
campaign revenue. The ratio tells us how many doliars are generated for cvery
dollar we spent on advertising. The variance would directly relate to the different
advertising amounis each year.

The chambers finances are calcufated annually (January — December) The ROT was
calculated using the calendar vear end figures for both consumer and group
advertising. The 2001 figures included an additional $33,004.00 in grant funds
from The Virginia Tourism Corporation and the Virginia Foundation for the
Humanities. The 2002 figures included prepayment of several ads for 2003,

In addition, other variances in the ROI can be attributed to the residual of ads
placed in the previous ycars. We continue to receive inquirics from print ads that
were placed 12-18 months out depending on the shelf life of the publication the ad
appeared in.

I hope that this information is heipful. Please let me know if you have any additional
questions,

Sincerely,

Lisa K. Meriweih:
VP of Tourism Services




Lynchburg Regional Convention & Visitors Bureau

|
‘July 1, 2002 -

—

B o July 1,2003- July 1,2001-" " {July 71,2000 -
March 31, 2004 June 30, 2003 |June 30, 2002 June 30, 2001
Salary Expenses ~$102,286.01] $115,911.04] $89,030.72  $76,993.57
Salary Expenses - Visitors Center 547,362.90/ $67,659.32 $67,481.43 $60,688.97
Support Services $18487.00f $27,375.85 $22,929.50{ $9,500.04
Retirement Plan $9,106.94 $10,972.68 $9,726.69| $8,529.01
Group Insurance $10,569.21 $14,680.39 $9,899.90 $8,498.15
FICA Expense B $7.488.48 39,193.86 $6,667.19 $5,003.91
FICA Expense - Visitors Center $3,623.27 $5,175.94 $5,162.33 $4 642.71
Unemployment Taxes $549.06 $1,234.97 $887.57 $640.38
Workman's Comp Insurance (P) $429.14 $323.91 $414.97 $318.51
Utilities (P) $1,081.87 _ $1,576.84 $979.42 ~$9M2.76
Custodial $352.35 $534.55 $388.00f $210.25
Custodial - Visitors Center $7,410.06 $9,880.08 $9,880.08 $9,880.08
Memorial Ave Offices (P) $4,431.94 $6,496.32 $5,783.95 $4,040.26
Office Supplies (P) $9,477.29 $8,706.85 $5,758.38 $3,712.74
Software Expense o $257.01 $31.29 $1,690.93 $76.26
Postage - $3,421.33]  $7,502.92 $11,581.24 $8,673.63
Printing 8540462 = $16,602.83 $5,188.08 $9,245.83
Advertising-Consumer [ $28051.83|  $101,496.58 $138,634.50 $87,005.61
Advertising-Group $11,206.87| $8,241.44 $8,646.25
Advertising Concepts $15,000.00
Registration Fees $5,071.73 $5,505.00 $6,098.00 $7,325.00
Telephone (P) $4075.30] §7,10235]  $476369] _  $4,38303
Dues & Subscriptions $4,632.44 $5,068.49) $4,018.40 $3,453.83
Automobiie Allowance $50.00 $475.00 $250.000 $175.00
Brochure Distribution $3,655.00 $2,710.00 $5,607.00 $1,766.00
Temporary Services $3,510.29 $1,165.19] $5,110.00 $14,400.87
Production - $4,965.71 $9.339.13)  $265232]
Attractions Program o L %2464.09
Web Site Development $1,170.00 $600.00
Directors Llablllty_lnsurancé (P) $396.92 $525.17 $346.80 $314.94
Convention Services $3,484.22 $16,635.79 $5,063.93
Trade Show Graphics $931.25
Cost of goods sold - _$6,373.66 $2,589.88 $3,305.43 $5,829.27
Audit Expense (P) ] ~ $1,813.00 $1,225000  $1,716.25
Interest _ I - $4.90]
Equipment Less Than $500 $123.16|. $925.90 $653.10 $503.77
Travel Expense $3,242.90 $6,585.96 $5,304.26 $4,061.22
Staff Training $59.00 $335.00 $1,166.00 $726.00
Meetings, Meals, Lodging $8,484.04 $11,564.44 $6,413.41 ~ $5,426.53
Depreciation, Office Equip (P)  $5,416.19 $6,189.55 $3,232.75 $1,173.03
Equipmentlease &Rental (P) | §@3591] $1,766.28]  $7,044.71 $9,118.13
Equipment Repairs & Maint, (P) $2,748.33 $5,797.75 $3,049.79 $2,100.59
Promotional ltems  $1,847.17 $7,232.32 $6,275.89
Miscellaneous $500.00
Sports Capital Expense $13,119.29 $3,116.07
Loss-disposal of equipment $145.74 $184.69 $23.22
Taxes & Licenses {P) $421.75 $735.98 $332.93 $369.55
- $332,560.90 $525,420.21 $476,845.30 $376,443.80
{P) = prorated shared expenses




LEAS G MENT

THIS LEASE AND OPERATING AGREEMENT, made and entered into this 1* day of
January 2001, by and between the CITY OF LYNCHBURG, a municipal corporation of the
Commonwealith of Virginia, hereinafter referred to as the “CITY”, and LYNCHBURGREGIONAL
CHAMBER OF COMMERCE, a Virginia Corporation, hereinafter referred to as the “LRCC”,

WITNESSETH:

WHEREAS, the CITY is the owner and former operator of a public facility known as the
Visitors Information Center that is currently located at 216 12" Street, Lynchburg, Virginia:

WHEREAS, the CITY desires to further enhance travel and tourism in Lynchburg by
transferring the operation of the Visitors Information Center and the management of the Lynchburg
Regional Convention & Visitors Burcau to the LRCC; and

WHEREAS, the LRCC desires to continue the operation of the Visitors Information Center
and the management of the Lynchburg Regional Convention & Visitors Bureau;

NOW, THEREFORE, forand in consideration of the premises and the mutual covenants and
agreements herein contained, the parties do hereby mutually covenant and agree as follows:

1. PREMISES:

The CITY hereby demises, leases and rents unto the LRCC, and the LRCC hereby takes,
accepts and rents from the CITY, the Visitors Information Center building located at 21 6 12™ Street,
Lynchburg, Virginia (hereinafter referred to as the “Premises™), and the surrounding grounds. Title
to the leased premises during the term of this Lease and Operating Agreement (hereinafter referred
to as the “Agreement”) shall remain in the CITY,

II. TERM:
This Agreement shall be for a term of five (5) years beginning on the 1* day of January, 2001

and ending on the 31% day of December, 2005. Upon termination of this Agreement, the LRCC shall




promptly and in good condition, surtender the Premises to the CITY, ordinary wear and tear

excepted.
HI. RENTAL:

The LRCC agrees to pay the CITY the sum of one dollar ($1.00) per year payable upon the
first day of each year as rental for the Premises.
IV, TOURISM ADVISORY COUNCIL:

As partof this Agreement, the parties hereto agree to continue the Tourism Advisory Coungj!
(TAC) that was previously established by the CITY and LRCC. The Tourism Advisory Council will
continue to be responsible for advising the LRCC on the operation of the Lynchburg Regional
Convention & Visitors Bureau for the purpose of developing travel and tourism in the Lynchburg
area. Although the LRCC will n%aintain authority over and responsibility for the tourism operation,
it will delegate primary review of the Lynchburg Regional Convention & Visitors Bureau decisions
to the Tourism Advisory Council. Those decisions shall include, but not be limited to, advertisement
placement, advertisement design, design of printed materials, and development of 2 marketing plan
(action plan). The Tourism Advisory Council will also advise the LRCC on administrative issues
which it believes are impacting the Lynchburg Regional Convention & Visitors Bureau. The
Tourism Advisory Council will serve in a solely advisory capacity on administrative policy issues.
The Board of Directors of the LRCC and its President will be responsible for the development of the
overall budget of the Lynchburg Regional Convention & Visitors Bureau, hiring and supervising of
employees, and the day-to-day operation of the Visitors Information Center and the Lynchburg
Regional Convention & Visitors Bureau.

The CITY and the LRCC shall select six (6) members each to serve on the Tourism Advisory

Council. One (1) of the CITY’s six (6) members shall be the CITY-funded Director of Economic




Development, which individual shall also serve as the liaison between the CITY, the Tourism
Advisory Council and the LRCC for the purposes of this Agreement,

The LRCC’s Chairman will be responsible for appointing the Chairman of the Tourism
Advisory Council from its twelve (12) members, whose term will be one (1) year. Tourism Advisory
Council members will serve three (3) vear terms with initial appointments designed to establish a
rotation of one-third (1/3) of the Tourism Advisory Council members annually.

V. OPERATIN S AND REPORTS: -

A. (i) The CITY will advance LRCC operating funds to be used by the LRCC for the
administration and operation of the Visitors Information Center and the Lynchburg Regional
Convention & Visitors Bureau. The advances will be calculated on an annual base contribution by
the CITY of $180,000. The operating funds will be paid to LRCC in advance in four equal quarterly
payments.

(ii) Each year the CITY agrees to supplement the base figure with (a) a fifteen thousand
dollar ($15,000) contribution which LRCC will use to hire and develop a comprehensive, on-going
advertising campaign and (b) a fifteen thousand ($15,000) contribution which LRCC will use to
promote Lynchburg as a center for sporting events in Virginia. LRCC can request payment of these
contributions afier Julyl of each calendar year. The contributions will be paid to LRCC within 30
days after LRCC submits a written request for payment. The two fifteen thousand doltar ($15,000)
contributions are stand alone programs. By February 1 of each year LRCC will file an annual report
with the CITY for the proceeding year outlining the accomplishments and benefits to the public from
these two programs, If the CITY decides the public is not receiving the anticipated benefits from
these programs the CITY may discontinue either or both of the fifteen thousand dollar ($15,000)

supplements.




(iii) The annual base figure [paragraph (i) above], the two fifteen thousand dollar ($15,000)
contributions (paragraph (ii) above], and 50% of any growth in the CITY"S revenues from lodging
taxes in excess of $680,000 that were collected by the CITYY during the previous fiscal year will be
the CITY’S contribution to be paid to LRCC, Until June 30, 2001, the lodging taxes contribution
will be paid at a rate of $78,208 per quarter. Beginning July 1, 2001 the lodging taxes contribution
will be paid quartetly in advance. For the period beginning July 1, 2001 and ending June 30, 2002
the lodging taxes contribution will be calculated on the amount of lodging taxes actually collected
by the CITY for the previous fiscal year ending June 30, 2000. For the period beginning July 1, 2002
and ending June 30, 2003 the lodging taxes contribution will be calculated on the amount of lodging
taxes actually collected by the CITY for the previous fiscal year ending June 30, 2001. For the period
beginning July 1, 2003 and ending June 30, 20-04 the lodging taxes contribution will be caleulated
on the amount of lodging taxes actually collected by the CITY for the previous fiscal year ending
June 30, 2002. For the period beginning July 1, 2004 and ending June 30, 2005 the lodging taxes
contribution will be calcutated on the amount of lodging taxes actually collectéd by the CITY for the
previous fiscal year ending June 30, 2003. For the period beginning July 1, 2005 and ending
December 31, 2005 the lodging taxes contribution will be calculated on the amount of lodging taxes
actually collected by the CITY for the previous fiscal year ending June 30, 2004,

(iv) Beginning July 1, 2000, and extending for the duration of this agreement, the CITY will
collecta $1.00 per-night-per-rented room use fee from each commercial lodging facility. Thirty (30)
percent of the funds collected will be forwarded to LRCC, The CITY and LRCC will determine a
payment schedule for the thirty (30) percent of funds collected.

B. Within 30 days after the end of each quarter LRCC shall file quarterly reports with the

CITY which shall include information and statistics from the Visitors Information Center, room




counts from participating hotels, spread sheet contacts, Virginia Retail Sales with area comparisons,
the activities of the Director and Group Sales Manager, an update on the activitics of the Sports
Capital of Virginia, etc. By February 1 of each year LRCC will file an annual report with the CITY
for the preceding year updating and surnmarizing the information contained in the quarterly reports,
Expenses, budget program progress, anticipated revenues, and work program/action plan will be
reviewed and discussed at such other times as LRCC Board and the CITY Council deem apprapriate.
VL VI RS IN AT ERL TION: .
The Visitors Information Center shall continue to be operated at the existing location or such
other location as may be agreed upon by the CITY and LRCC.
VILLYN G REGIONAI CONVENTION & VISITORS B OYEES:
The LRCC shall operate the Visitors Information Center at a sufficient staffing level that will
enable it to adequately fulfill its responsibilities under this Agreement and to maintain its status as
a State certified Visitors Information Center, The LRCC agrees that all LRCC employees staffing
the Visitors Information Center and working with the Lynchburg Regional Convention & Visitors
Bureau, if otherwise cligible, shall be provided with the insurance and retirement benefits which are

provided to other LRCC employees.

VIII, VISITORS INFORMATION CENTER FURNITURE AND EQUIPMENT:

The CITY has furnished LRCC with the furniture and equipment listed on Schedule “A”,
attached to this Agreement and by this reference made a part hereof, Title to said furniture and
equipment still on the Premises at the expiration of this Agreement, remains wiﬁ1 the CITY. The
CITY is under no obligation to provide additional furniture or equipment or to replace existing
furniture or equipment. Any furniture or equipment acquired or replaced by the LRCC for use on the

Premises during the term of this Agreement shall belong to the LRCC.




1X. MAINTENANCE, REPAIRS AND IMPROVEMENTS AT VISITORS INFORMATION
CENTER:

A. The LRCC has inspected the Premises and agrees to accept the same in the condition in
which the Premises now are.

B. While the CITY shall have the right to enlarge or improve the Premises during the term
of this Agreement, the CITY shall be under no duty or obligation to do so.

C. The LRCC shall not make any improvements or alterations to the Premises without the
prior written approval of the CITY, Said improvements or alterations, if approved by the CITY are
to be made at the expense of the LRCC unless otherwise agreed to by the CITY. Any improvements
or alterations made to the Premises by the LRCC during the term of this Agreement must first be
approved by the CITY, shall become the property of the (iITY, and may not be removed from the
premises without the prior written approval of the CITY.

D. During the term of this Agreement, the CITY will provide routine day-to-day janitorial
services and maintenance of the Premises and surrounding grounds at the LRCC’s expense, at a
mutually determined cost. The CITY will be responsible for all major repairs (i.c., repairs costing
in excess of $1,500) to the Premises, The LRCC will be responsible for all necessary maintenance,
repair or replacement of the fumiture and equipment listed on Schedule “A”.

E. For the purpose of performing its responsibilities hereunder, the CITY shall have the right
to enter upon the Premises at such times as the CITY, in its sole discretion, deems necessary, and
such right shall include the right to store on the Premises the parts, equipment, and materials
necessary to perform such responsibilities.

F. The LRCC shall secure the Premises during and after each daily use, including, without

limitation, locking all windows and doors and extinguishing all lights and all other electrical




appliances, and taking all appropriate sccurity measures hoth during and after the LRCC’s regular
office hours.
ISIT: FORMATION CENTERS® UTILIT

The electric meter for the Premises will remain in the CITY?s name. The CITY will pay for
normal and reasonable electric usage and the LRCC will reimburse the CITY for the cost of such
elecirical usage within thirty (30) days after receiving a bill from the CITY.

The LRCC shall pay for all telephone and utility charges and all utility equipment arising
from and needed for its use of the Premises.

XL NME R TRANSF GREEMENT:

Ifthe premises shall be damaged or destroyed by fire, the elements, the public enemy or other
casualty to the extent that the Premises becomes untenantable, the CITY shall have the option, at is
sole discretion, of repairing the premises or canceling this Agreement without further obligation to
the LRCC,

The CITY shall not be liable for any damage to or loss of any LRCC property or the property
of any of its agents or employees, which is brought onto the Premises regardless of how such damage
or loss may occur. It is expressly agreed and understood that the LRCC, its agents and employees,
in placing their property in and on the premises, do so at their own risk.

. INS AND TION F ION CENTER:

A. The CITY shall provide for all risk fire and casualty insurance coverage on the
improvements, additions, alterations and fixtures made to the Visitors Information Center Premises

in the amount of their full insurable replacement value.




B. If the LRCC desires insurance against loss or damage by fire (multi-peril coverage) to
coverits property located on the Premises including merchandise, inventory, equipment and business
property, it shall be the LRCC’s obligation to obtain and maintain such insurance,

C. Any provision in this Agreement to the contrary notwithstanding, the CITY and LRCC,
to the extent that each are authorized so to do by the terms and provisions of any fire insurance
policy or policies covering their respective properties located on the premises, hereby waive any and
all rights to recover from the other and from their agents, servants and employees, for any loss or
damage from risks ordinarily insured against under a standard fire insurance policy with extended
coverage, but only to the extent that such loss or damage is covered by an insurance policy or
policies in force and is collected by the CITY and LRCC, as the case may be. The CITY and LRCC
cach covenant and agree that they will, if a waiver of subrogation clause' is not already part of their
respective fire insurance policies, on or before the effective date of this Agreement, request their
respective insurance companies to issue and attach to such polices a waiver of subrogation clause
with respect to the other party, their agents, servants and ¢employees.

D. The LRCC shall indemnify and hold harmless and assume the defense of the CITY, its
agents, employees, and officials, from any and all liability, expenses, or claims which may be
recovered from, or sought to be recovered from the CITY its employees, officials, and agents by
reason of or on account of any property damage, injury, sickness or death of any person, which
praperty damage, injury, sickness or death arising from the LRCC's use and operation of the
Premises and the Lynchburg Regional Convention & Visitors Bureau. To effect the same, the LRCC
agrees, at its expense, to obtain and keep in full force and effect at all times during its use and
occupancy of the Premises, comprehensive liability insurance naming the CITY, its agents,

employees and officials, as an additional insured, in the amount of $1,00,000.00 per accident




insuring the CITY from the LRCC’s use of the Premises. The LRCC further agrees to deliver to the
CITY a copy of said insurance policy and a certificate of insurance showing the same to be in full
force and effect. The insurance policy shall contain provisions requiring in the case of cancellation
that the CITY be given thirty (30) days prior notice of such cancellation. The insurance required
hereunder shail be primary and any insurance or self insurance maintained by the CITY shall be in
excess of and shall not contribute with any insurance provided by the LRCC under this Agreement.
Any deductibles or self-insured retentions applicable to required coverage shall be paid by the
LRCC, and the CITY shall not be required to participate therewith. The LRCC waives all rights of
subrogation against the CITY. In order to comply with this paragraph, the LRCC may add the CITY
to its current insurance coverage rather than obtaining new insurance coverage, if that coverage
mec;.ts the above requirements in all other respects.

XIV, NONDISCRIMINATION:

The LRCC agrees that in the use and operation of the Visitors Information Center Premises
and the Lynchburg Regional Convention & Visitors Bureau, it will not, on the grounds of race, color,
sex or national origin, discriminate or permit discrimination against any person or groups of persons.
Furthermore, the LRCC agrees that it will not discriminate against and will make reasonable efforts
to accommodate persons with disabilities as required by the Americans with Disabilities Act.
XV, CE:

Notices to the LRCC under this Agreement shall be sufficient if sent, by registered mail,
postage prepaid, addressed to President, c/o Lynchburg Regional Chamber of Commerce, P.QO. Box
2027, Lynchburg, Virginia 24501, or to such other persons as the LRCC may designate in writing

from time to time. Notices to the CITY shall be sufficient if mailed, by registered, postage prepaid,




addressed to the City Manager, P.O. Box 60, Lynchburg, Virginia 24505, or to such other persons
as the CITY may designate in writing from time to time.
XVI. GENERAL PROVISIONS:

A. Marginal headings contained in this agreement are for convenience only and shall not be
considered to amplify, relate, modify or otherwise affect any of the terms, provisions or conditions
of this Agreement.

B. This Agreement shall be governed by and construed in accordance with the laws of the
Commonwealth of Virginia.

C. All terms and conditions with respect to this Agreement are expressly contained herein,
and both parties agreé that no representative or agent of the CITY or the LRCC have made any
representation or promise with respect to this Agreement not expressly contained herein.

D. In the event that any provision of this Agreement shall be construed to be invalid or
unenforceable, then the remaining portions shall remain in full force and effect.

E. The LRCC agrees to observe and obey during the term of this Agreement all federal, state
and local laws, ordinances, rules and regulations currently in force or subsequently adopted for the
operation of the Visitors Information Center.

F.In the event the LRCC fails to perform any of the terms and conditions required by this
Agreement and fails to remedy such default within a period of thirty (30) days after receipt from the
CITY of a written notice to remedy the same, the CITY shall have the right to cancel this Agreement
without additional notice to the LRCC. No waiver of default by the CITY of any of the terms or
conditions of this Agreement to be kept or performed by the LRCC shall be considered to be or act

as a waiver in the event of any subsequent default of such terms and conditions by the LRCC,

10




IN TESTIMONY WHEREQF, the CITY has caused its name to be hereunto subscribed by
Wailter C. Erwin, 111, its acting City Manager, and attested by Patricia W. Kost, its Clerk of Council;

and the LRCC has caused its name to be hereunder subscribed by Robert E. Clarke, its Chairman,

e e

attested by , its —— ,all as of the day and year first

above written,

CITY OF LYNCHBURG

By: m .. &MJ‘M-.
Walter C. Erwin, 11
Acting City Manager

ATTEST: { .
. Clerk of Council

LYNCHBURG REGIONAL CHAMBER
OF COMMERCE

o VLSS Uk,

Robert E. Clarke
Chairman of the Board

o——

—~ATTEST:

T1TL
Y 1 e —

COMMONWEALTH OF VIRGINIA,
CITY OF LYNCHBURG, to-wit:
The foregoing document was acknowledged before me this Ii’ & day of
cgggé; by WALTER C. ERWIN, lIl and PATRICIA W, KOST, acting City

Manager and Clerk of Council, respectively, for the CITY OF LYNCHBURG.

Notary Public

a7 )
My commission expires: +W'VU o/“\/f QO0H .




COMMONWEALTH OF VIRGINIA:
CITY OF LYNCHBURG, to-wit:

The foregoing document was acknowledged before me this 13 day of kem bei- ,

2000, by Robert E. Clarke and = s Chairman of the Board and

, respectively, for the LYNCHBURG REGIONAL CHAMBER OF

COMMERCE.

/ FI"ZabE‘f‘H P 3—. Krn'-
My commission expires: 3/ 3// [ 4 Commissioncd a5 Elirnbeth P. Tobhng,
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SCHEDULE A
VIC PROPERTY INVENTORY
JANUARY 30, 1998

Computer Stand (desk, hutch, printer stand, cormner adapter)
Desk - standard metal desk

Telephones — 2 Executone

Calculators — 2

Storage cabinet

Microwave (Panasonic)

Three shelf bookcase (built by P. Srvs.)

Metal storage cabinet (now in basement)
Refrigerator (Goldstar

2 Chairs (in supvsr’s office — one at desk; one at comp.)
2 Deacon’s benches

3 arm chairs (in front of VCR)

Table w/ drawer (in lobby)

Step stool (3 step) -

Dehumidifier (basement)

Ladder (5 step, in basement)

4 Drawer file cabinet (Cole, in basement)
Display booth

IBM Selectric I1 typewriter (black, in basement)
2 Ashtray/trashcans

Paper Cutter
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Lynchburg Regional Convention & Visitors Bureau
Return On Investment Summery

Methods of evaluation for the Lynchburg Regional Convention & Visitors Bureau will
include Hotel/Motel tax revenues, Visitor Center visitation figures, group sales department
group tours, bookings and print advertising campaign results. The LRCVB carefully
selects how valuable advertising dollars are spent in order to achieve the maximum benefit
tor the Lynchburg regional area and attract visitors to the community at times when there is
the greatest opportunity for occupancy and revenue growth. The department selects
publications that most closely fit the target audience. In addition, most print advertising
incorporate trackable systems for measuring success. The sales department efforts
concentrate on soliciting association, corporate meeting planners, group tour operators,
reunion planners and sports events rights holders to create meeting/group business for our
area. Our bureau has a presence in many established tradeshows and other venues. Today,
LRCVB moves ahead with a new direction at our Visitor Information Center to include
rotating local and regional attraction exhibits, increased local and regional merchandising
and a training program that will equip ouf travel counselors to help increase length-of-stay
and return visitation. We look forward to continued partnerships with the city and the
community in an increased effort at delivering visitors to the many Lynchburg regional area

businesses who will benefit from their economic stimulus.




Lynchburg Regional Convention & Visitors Bureau
Return On Investment Report

January 2001 — December 2003

Methods of evaluation for the Lynchburg Regional Convention & Visitors Bureau, will

~ include:
¢ Hotel/Motel Tax Revenues
» Visitor Information Statistics
¢ Group Sales Department Group Tours and Bookings
* Print Advertising Campaign Results 7
/f;wc :
7
S
HOTEL/MOTEL TAX REVENUES e oy
Fiscal year 2001 $1,357,862.35 it wé' T K
Fiscal year 2002 $1,267,646.00 M s 7;‘/“
Fiscal year 2003 $1,280,944.84 A

Source: Commission of the Revenue

VISITOR CENTER STATISTICS

Annual visitation

2001 - 17,295
2002 — 16,087
2003 - 14,355

2003 - Website hits: 204,952

GROUP / SPORTS SALES MEASUREMENT
These figures represent the total number of lodging roomnights that were closed as a result
of our direct sales efforts.

The goal of the Group and Sports sales managers: 7o grow the number of sales leads
resulting in contracted business for our attractions, retail businesses and commercial
lodging facilities.

Total *Group/Sports Sales "y ,lq,{‘éb
Total Closed/Won Room Nights: 12,244 %Qa}ﬂf b
Total Revenue Generated: $818,228.75 &\b\’
(Totals for 2001, 02, 03) a(
e
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LRCY¥B — Return on Investment Report éé[ / ,‘,a/

These figures represent the total number oféervice lead:ﬂthat were closed as a result of the
Group Sales Departments direct sales efforts.

A
a\""‘\'\
Total **Service Leads _w.&“ 7
Total Closed/Won Service Leads: 38 b ﬁ\\&& '

Total Revenue Generated: $ 23,707.00 £l
(Tracking began 1/03)

* Client has signed contract with vendor
** CVB has handled arrangements for food & beverage, attraction admissions/tour and
other revenue generating services for client.

Group and Sports sales leads are generated through the following methods:

Direct sales calls vl

Sales Missions ‘ }t‘-‘-'« .

Group Trade Shows \5" Joat /g »d‘f;7
Group Marketplaces Wt

Direct Mail Campaigns

Marketing and Advertising
(For a complete listing of Trade Shows and Marketplaces please reference our 2003/04
Business Plan.)

PRINT ADVERTISING MEASUREMENT

This section addresses how progress and final results of the annual print advertising
campaigns are determined and measured. Advertising is tracked via the toll-free number and
pre-printed labels. -

/WW'

The return on investment is based on the following formula:

—— - - /
Formula: (Total # of Leads) X 20%*(@ma@€nversion) X (3.6% travel party size) X
(2.0* days length of stay) X ($49.00* per day) = Dollar Amount Spent By Tourists

(Total amount spent advertising campaign) / (Dollar amount spent by tourists) = Return on
Investment Ratio

*Source: The campaigns return-on-investment source/calculations are based on the Virginia Tourism
Corporations 1998 Virginia Visitor Study/Lynchburg Profile.
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LRCVE — Return on Investment Report

Estimated Return on Investment - 2001 Print Advertising Campaign
There were a total of 26,984 print advertising inquiries processed that represents
$1,903,991.04 spent by tourists.

Total Advertising Campaign (Expense) $ 169,195.22
Estimated Campaign Revenue $1,903,991.04

Estimated Return On Investment Ratio 1:11
Estimated Return on Investment - 2002 Print Advertising Campaien

There were a total of 23,501 print advertising inquiries processed that represents
$1,658,230.56 spent by tourists

Total Advertising Campaign (Expense) $ 100,746.49
Estimated Campaign Revenue $1,658,230.56

Estimated Return On Investment Ratio 1:16

Estimated Return on Investment - 2003 Print Advertising Campaign ‘ ma\ '
There were a total of 14,100 print advertising inquiries processed that represents (ﬁnﬂ%
$994,896.00 spent by tourists. : y\}(
at
Total Advertising Campaign (Expense) $ 45,734.39 !
Estimated Campaign Revenue $ 994,896.00 i
Co Al
Estimated Return On Investment Ratio  1:22 @(&‘8‘
\
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